FREFATAELR L MF LV E + 5442

OE oM s EEA

P+ F % % 1 NSC 95-2412-H-004-018-KGS

%*i 7 @ B 95 & 08 0lpxo6&E12% 31p
H o7 H = WMo EEE

E N = ii}»fﬂ
FESEAR D RALAFIE YA I R T R SR

F 2 it #or AR gvilﬂi“l"fﬂ’z*;]}\zxpm



PO 0 H R - - B FIF R RO PR ISR

CHIEST
(=) Hmﬂﬁgl

Tt Fﬁf%ﬁ_ﬁ”ﬁ SIH 1 P Er T liﬁﬁﬁiiiﬁwﬂgﬁ’ﬂ e O YIE’UI%%&F]’T’T
BT R P ] HIEJf‘FI' R [il*%‘l ol | WA DA e Pl e g~ il
WﬁJﬁéﬂWJﬁ: : ‘J [~ TFFI' R EiEd ! %ﬁ'ﬁﬁﬁf f JgJ;I”"['jI & I*Wu °

FFEET R JﬁNT’T AF F@@sziﬂ‘?’ﬁﬁi {ﬁ"ﬂlfﬁl y “Wﬁ@@‘é‘?lr
Pl il 1) 85 A B R e f’?%ﬁiﬁfﬁﬁ“ * R P AR
i’:ﬁﬁ@?fﬁ g JFT r‘fFjl

YI:TF'JI”JE;% |51 FFUJ%'@T%TTEFJ’ TURip E%"Lfifglrp?ifp R A R i
I Rl A ﬂw&ﬁaﬁ lﬁﬁﬁfﬁ'ﬁﬁﬁ}ﬁﬁﬁ' B PIRIEAR IR T TR
PO B i PERL T - RS P A AR AL
ﬁiﬁ%ﬁ'ﬁ@%ﬁ#% = ?fﬁ'@@ﬁ'ﬁﬁ‘yf PPN R -

iﬁm“éaf iR o AR LR I F'@éxf B ﬁ&]%%} L
VR T TR IR L T B R E%PFI!I—T“"E"*['@%EE mqﬁaﬂ' ’
Jbﬁg‘?FﬁJ i [f ALV o RS WIS ?ﬁ%ﬁ§i7\F&F? SRl

Vb7 AElNES PR Rl *D*IE Yquéﬁzf'F?ﬁjﬁﬁJﬁﬂﬁﬁtﬁﬁ\ “‘TE'
Tt F‘Cﬁjﬁgg" e JW%‘ (RISl 00 e el 1 S T 'i
i ’iﬁ?ﬁlﬁﬁﬁﬁjr A FHI A PSSy J/% oM =D

A o Fr I IFi > [R5 FL H*ﬂfﬂf‘ﬂﬁzﬁ’ﬁﬁ'ﬁﬁ“ﬁ?ﬁ PRSP P E Elrplﬁ”rj"
o

R AR A 1 PRS- B - B P

(7)) R iR
Product placement in television is examined as a growing force in transmitting

brand messages to hard-to-reach consumers-especially fragmented mass media
audiences. Yet little is known about its effectiveness or even how to define and
measure such effectiveness. The objective of the study was to see how television news
workers adopted product placement in TV news would cause negative impacts of
news culture. The study also examined how advertising department in various TV
stations intervened TV news production. Interviews were conducted with product
placement managers and TV news producers who have placed their brands in highly
rated television news in recent years. Initial findings suggested that TV news
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producers predicted increased attention to product placement and a redefinition of
advertising space. They acknowledged that product placement may pose potential risk
to unsuspecting viewers and news credibility. This research also examined the
effectiveness of product placement with the use of three different types of measures:
presence versus absence on product placement, explicit/implicit exposure, sponsor
disclosure or not, controversial product or not inserted in TV news that measured the
effect of exposure on product recognition and memory indirectly. There are some
negative social effects to product placement in TV news. The study explored how
viewers become desensitized to these embedded messages in TV news. The viewers
tended to have more positive attitudes towards those products honestly revealing
their sponsor information. In the long run, for
the sake of integrity and public responsibility of news media, the viewers felt the
authority should make regulations for restrictive uses of  product
placements in news programs in Taiwan. They may oppose product placement in TV
news whey they aware what they were watching an unidentified commercial in a
seemingly non-commercial context.

Keywords: product placement, exposure, TV news, product recognition, implicit,
news credibility
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Suspense as Dimension of Video Game Enjoymen
Authors:
*Christoph Klimmt (Hannover U of Music & Drama)
Albert Skip Rizzo (U of Southern California)
Peter Vorderer (U of Southern California)
Jan Koch (U of Zurich)
Till Fischer (U of Zurich)
Abstract:
Game researchers are discussing various manifestations and determinants of video game

enjoyment. Some authors argue that suspense — a well-understood process in
non-interactive entertainment — 1s also relevant to video game enjoyment, because players
are frequently confronted with uncertainty about the outcome of a situation while they are
inclined to resolve the situation successfully. The mixture of uncertainty and desire for
positive outcome leads to the emotional configuration known as suspense. An experiment
(N = 63) was conducted to test the importance of suspense for video game enjoyment.
Suspense was manipulated by framing a 3D game environment either as location of a
tourist walk (low suspense) or as destination of an intelligence operation with unknown
risk (high suspense). Video game enjoyment was assessed by self-report items after
playing. Results suggest a positive relationship between suspense and game enjoyment.

Youth, Credibility, and Digital Media: Unparalleled Opportunity and Unprecedented
Responsibility

Authors:

Andrew Flanagin (U of California)

Miriam Metzger (U of California - Santa Barbara)

Abstract:



Although there has been a good deal of research on credibility and digital media among
adult online populations, almost no work has examined the special challenges faced by
youth using digital media to seek and locate credible information. This presentation will
provide an overview of credibility, digital media, and youth in order to set the context
for what 1s truly a new field of inquiry in Communication. The authors will discuss ways
1n which existing work on credibility may or may not be applicable to this special user
population, examine new forms of credibility construction and evaluation, and critique
current models credibility assessment with the goal of drawing out the research,
educational, and policy implications for future work 1in this burgeoning field.

Internet Credibility Evaluations: What Children See and Believe

Author:

*Matthew S. Eastin (Ohio State U)

Abstract:

This paper will discuss what cognitive developmental theory and research have to offer

scholars working to understand children’ s ability to assess the credibility of online
information and sources accurately. By leveraging work on developmental psychology,
information science, and communication, as well as research findings on credibility, the
paper will explicate the cognitive components of information evaluation and consider the
special concerns of children, in view of specific limits in their developmental capacities.
The discussion will consider children in various stages of development, including both
younger children and older adolescents.

Technology and Credibility: Cognitive Heuristics Cued by Modality, Agency,
Interactivity, and Navigability

Author:

*S. Shyam Sundar (Pennsylvania State U)

Abstract:

Historically, credibility evaluations are thought to be based on user evaluations of source

and appearance of content, but there 1s evidence that more subtle processes might also be
at work. In addition to explicitly conscious efforts, structural and technological factors can
profoundly influence credibility judgments by transmitting certain cues that trigger
cognitive heuristics leading to impressions of the quality of information. Indeed, a great
deal of automaticity governs youths’  assessment of the credibility of information, and
younger users may rely heavily on cues to make snap judgments while in the midst of
online activities rather than on the effortful consideration of the totality of information on
any given subject or site. This paper will explore the heuristic cues embedded in the
technology of online media that may be used to form judgments about the credibility of
online information and its sources, and thus influence youth’ s information seeking and
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usage.

The Changing Face of Credibility

Author:

*David R. Danielson (Stanford U)

Abstract:

Credibility evaluation strategies in digital environments are subject to a number of unique

pressures. The opportunity costs involved with any given strategy, the signals available for
employing that strategy, and even the ease of determining who or what 1s a source of
various messages, for instance, are each determined in part by characteristics of digital
environments— some inherent to the medium and others more or less dependent upon
current technological limitations. How are these unique characteristics altering how
information seekers of all ages do assess credibility, and how they ought to assess
credibility? What are the prospects for helping information seekers overcome both natural
and learned assessment strategies that can be disastrous when employed 1n digital
environments? How might the “rules of the game” 1in judging credibility be changing,
and what foreseeable technological advances will most likely alter them further?

"I'd Like to Have a House Like That": A Study of Adult Female Players of The Sims
Authors:

*Mirjam Vosmeer (U of Amsterdam)

Jeroen Jansz (U of Amsterdam)

Liesbet van Zoonen (U of Amsterdam)
Abstract:
This article examines the practices of adult female gamers who play the videogame The

Sims, and its successor The Sims 2, focusing on the motivations they have for playing, the
context in which they play and their notions on the gendered nature of videogaming in
general, and the possible digital skills they think they might derive from playing this game.
For this research project 23 face-to-face depth-interviews with female gamers between the
ages of 17 and 59 were conducted, and an additional 34 female gamers were interviewed
by email. It 1s concluded that this group of female gamers do not play the game to engage
in any form of competition, or to experience arousal, but rather to relax, enjoy the specific
challenge of the game and engage in a fantasy-world. Most women have no contact with
other female gamers, apart from the women they communicate with online. We have
shown that through playing the game a group of participants had learned how to structure
information on the computer and look up things on the Internet, and we conclude that
playing a videogame can indeed influence someone’ s digital skills. We have
demonstrated that with selecting a group of women who play one particular game-title, it 1s



possible to 1solate a particular type of female gamer and we may thus conclude that within
gaming literature it 1s no longer feasible to consider women gamers to be a homogenous
group.

Arcadian Rhythms: Video Games, Public Space, and the Off-Screen Experience
Author:

*Jason Tocci (U of Pennsylvania)

Abstract:

Once considered on the cutting edge of technological and social advancement, video game

arcades now seem nostalgic at best to many and practically dead to some. Nevertheless,
some arcades remain active social spaces, attracting diverse clientele and offering gaming
experiences different from anything widely available for home play. This paper presents
the results of several months of ethnographic research in a number of arcades in 2 Eastern
cities. My observations suggest that arcades operate as visibly, though flexibly structured
social environments. Players choose or avoid gaming activities with consideration of the
context and atmosphere of the arcade, the conversation and interpersonal interaction
allowed 1n different situations, and the content and control of games themselves. While
games designed for home play allow for long periods of screen-focused immersion, the
arcade environment encourages briefer play with more attention to happenings off-screen,
provided by the games and other players.

Effects of Coplaying on Arousal and Emotional Responses in Videogame Play

Authors:
*Sohye Lim (Stanford U)
Jong-Eun Roselyn Lee (Stanford U)
Abstract:
The number of multiplayer games has increased remarkably in recent years, but there 1s

little research examining the effect of coplaying on the game player’ s emotional response.
This study explored whether coplaying a videogame with peer-players mediates the game
player’ s experiences in violent and nonviolent gaming contexts. A 2 (Solo, Coplay) x 2
(Violence, Nonviolence) within-subject design experiment was conducted (N=32). The
results demonstrated that coplaying moderated the game player’ s physiological arousal
during violent and non-violent videogame play. While coplaying produced less
physiological arousal during violent game play. Conversely, coplaying led to a significant
increase of the player’ s physiological arousal during nonviolent game play. Furthermore,
coplaying enhanced the player’ s sense of presence and identification. The results
highlight the moderating role of coplaying on game players emotional experiences.



Your World, Your Imagination: Community Construction in Online Multiplayer Game
Second Life

Author:

*Nan Zheng (U of Texas - Austin)

Abstract:

Cohen (1985) and Anderson (1983) argued that community 18 socially constructed by its

participants who define 1t and give 1t meaning. Following this theoretical approach, this
study defines virtual community as a social construction created by people who gathered
on the Internet and form social relationships based on a variety of goals, practices and
experiences. This study investigates the community formation in Second Life-a massive
multiplayer online game with 3-dimensional interface. As its advertising slogan stated

“Your World, Your Imagination” , Second Life is a 3-D virtual world which is a digital
creation mostly of its players. It 1s a marketplace currently supports millions of U.S. dollars
in monthly transactions; also a socializing space for people all over the world. Studying a
complex social congregation within a 3-D visual interface and mostly player created
content, this study can provide illustrative explanations about how community form
through its participants’ practice and minds, thus to extend our knowledge in the social
outcome of multi-media online communication. Focusing on people’ s in-game practice
and experience, this study uses textual analysis to examine player-run newspapers and
blogs. The finding suggests that Second Life 1s a community in which 1) social
aggregations are based on a sense of virtual geographical belonging; 2) players’  different
view of Second Life and real life racial identities are applied as symbolic resources that
form communities.

Interactivity and Enjoyment
Authors:
*Ute Ritterfeld (U of Southern California)
Cuihua Shen (U of Southern California)
Hua Wang (U of Southern California)
Luciano Nocera (U of Southern California)
Wee Ling Wong (U of Southern California)
Abstract:
The authors conducted an experiment to test the popular hypothesis that interactivity

contributes to the enjoyment of playing a video game. A serious video game was custom
build as a tool to facilitate learning about physiological processes in the human body. The
study faces the methodological challenge of controlling individualized content in
Interactive media usage: A matched pair design was applied in which subjects either played



a video game or watched a replay of the same. 30 pairs of subjects were matched according
to age, sex, video game literacy, interest and expertise in the area of content. Dependent
measures include presence and enjoyment while controlling for usability and academic
achievement in the area of interest. Pre-post comparisons are presented and discussed
regarding the role of interactivity for enjoyment in educational game play. Furthermore,
the role of presence and enjoyment as mediators for learning will be explored. Note. This
presentation 18 supported by a demo of the utilized game (Metalloman) by Luciano Nocera
& Wee Ling Wong.

Author:

Psychophysiology of Digital Game Playing: Effects of Opponent and Player
Personality

*Niklas Ravaja (Helsinki School of Economics)

Abstract:

We examined the effects of the opponent (computer, friend, or stranger), opponent” s

location (co-located vs. non co-located), and player’ s personality on emotion-related
psychophysiological responses when playing digital games. Participants played two
different digital games against a co-located and a non co-located opponent. Zygomaticus
major, corrugator supercilii, and orbicularis oculi electromyographic (EMQG) activity, skin
conductance level (SCL), and cardiac interbeat intervals were recorded, and the
participants rated their personality (sociability, aggressiveness, and dispositional behavioral
activation system [BAS] and behavioral inhibition system [BIS] sensitivities). In both the
co-located and non co-located conditions, emotional arousal and positively valenced
emotional responses increased in the order of playing against a computer < playing against
a stranger < playing against a friend. This effect was dependent on the player’ s
personality, e.g., playing against a friend elicited particularly positive emotional responses
only among low aggressive players.
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The Magazine Market in Denmark and Germany
Authors:

*Mike Friedrichsen (U Flensburg)

*Astrid Kurad (U of Flensburg)

Abstract:




Economic indicators show that publishing sectors in Denmark are between 10 to 15 times
smaller than their German counterparts. Other main findings on industry level are Danish
industry’ s underperformance in productivity and a higher relative title diversity both on
newspaper and magazine markets compared to Germany. The German publishing industry
18 mainly characterised by national ownership, representing the strong positions of single
companies in the market, while in Denmark foreign media companies dominate the sector
and thus influence strategies. Consumer magazine publishing sees significant national
differences in strategies pursued. A majority of large and middle-sized German companies
relies on differentiation as the main orientation, while 2 major competitors focus on cost
leadership. In Denmark, differentiation strategies are observable within a number of
magazine subsegments. Within these segments, some publishers rely on differentiation
while on enterprise level, only one competitor pursues an explicit strategy of differentiation.
In b2b publishing, strategic orientation 1s less explicit. Some major publishers in both
countries show approaches to differentiation, but in general, companies seem to
concentrate on content in first place, without pursuing explicit strategies.

The Impact of Free Daily Newspapers on the Circulation of Paid Newspapers

Author:

*Pieter Bakker (U of Amsterdam)

Abstract:

Paid dailies in Western Europe and Northern America have seen their circulation decline in

the last decade. During the same period free daily newspapers have seen their circulation
g0 up to more than 30 million. In this paper the relation between the two developments 1s
studied in 14 European markets. Circulation development before and after the introduction
of free papers was compared. Also data from countries without free papers were used to
assess whether non-free dallies markets also suffered. Media substitution, however, seems
to be modest at least. Other factors may be more important causes for the decline in paid
newspaper circulation. Long term effects, however, are not yet clear.

The 360° News Experience: Audience Connections With the Ubiquitous

News Organization

Author:
*Arun Vishwanath (State U of New York, Buffalo)




Abstract:

News networks expend a substantial amount of resource in providing access to their
content through multiple gateways, yet little academic research informs this process.
Extant research continues to discriminate between news content, the medium on which the
news 1s presented or accessed, and the effects of the content, rather than focus on the
totality of the multimodal news experience. The current research extends propositions from
uses and gratifications, the technology acceptance model, and the expectancy-value
perspective and attempts to explain audience connections to the 360¢ or multimodal
content provider (news organization). The findings suggest a strong connection between
surveillance gratifications and ritualistic media use on attitudes or perceptual orientations
towards the news organization; this in turn mediates and best predicts satisfaction with the
360° news experience. The overall findings also suggest a branding effect or an extension
of the audience’” s television news perceptions to the multimodal content provided by the
news organization.

Explicating Barriers to Entry in the Telecommunications Industry

Author:

*Eun-A Park (Pennsylvania State U)

Abstract:

This paper examines economic debates over the conception of barriers to entry and

speculates which definitions can be applicable to the telecommunications industry, more
specifically, the residential broadband market. Also, it clarifies the various industrial
factors that could prevent or make 1t difficult to successfully enter the residential
telecommunications market and introduces an analytical framework that can be adopted for
evaluating the barriers to entry.
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Journalism Culture: A Two-Levels Proposal

Author:

*Paolo Mancini (U di Perugia)

Abstract:

After discussing the most important views on the concept of journalism culture this paper

proposes another possible interpretation that 1s organized on two different levels. The first,
and most basic level, refers to the very professional culture and its whole of procedures
and routines. The second one intends to place professional journalism within the more
general political and cultural framework of the society within which it develops. In
particular the author stresses the existing connections between the idea of political culture



and that of journalism culture. He tries to link journalism culture to social role and its
perception by different social actors, including journalists, and to rational legal authority.
He shows how these two concepts are able to determine and affect journalism culture that
18 indeed placed within some of the most important cultural features of the surrounding
society.

Political Communication Culture: Approaching Journalism From a Political Sociology
Perspective

Author:

*Barbara Pfetsch (U of Hohenheim)

Abstract:

Why 1s the same political 1ssue in one country discussed by the media as a serious political

problem while 1t 1s 1gnored in the next country? How come that in advanced democracies
we see large differences in processes and outcomes of political communication while
macropolitical constrains such as globalisation would make us expect convergence? In
order to come to grips with this question, it 1s not enough to offer institutional explanations
of variations 1n media systems. Instead, as Blumler and Gurevitch point out, political
communication ought to be conceived as interaction between journalists and political
actors. This interaction 1s based on a specific set of orientations that guide the social
behaviors of journalists and political actors. The paper aims at using the political culture
approach of comparative political sociology to conceive of subjective orientations on
which the politics-media interaction 1s based. Thus, the journalism culture 1s discussed as
integral part of the political communication culture of a country. The paper highlights the
theoretical implications of this conceptualisation and points to a set of hypotheses about
types of political communication culture and the conditions in the media system which
trigger them.

On Journalism as Culture: How It Helps Us Think Differently About

Author:

*Barbie Zelizer (U of Pennsylvania)

Abstract:

This paper will address the ways in which thinking about journalism as culture changes the

territory on which we engage with journalism. Borrowing from a range of prisms for
thinking about journalism -- as a craft, a profession, an institution, a set of practices, a
group of people, a mindset -- thinking about journalism as culture offers a variegated and
porous way to think about journalism through multiple lenses. In so doing, it reflects
effectively the dynamic nature of journalistic practice in its contemporary forms and
hopefully brings us closer to answering the question of why journalism ultimately matters.

10



Dimensions of Journalistic Culture

Authors:

*Frank Esser (U of Zurich)

*Thomas Hanitzsch (U of Zurich)

Abstract:

Journalistic culture 1s of high relevance for cross-national communication research because

1t draws attention to a new unit of analysis: Between the individual news worker and the
soclety as a whole sits the meso-level where the organizational and inter-organizational
environment represents an important factor that shapes news production. Based on cultural
and 1nstitutional theories, the paper argues that journalistic culture provides an important
link between macro and micro level influences, and that it is essential in explaining why
the news 1n some societies shares many similarities while being different from others.
Since journalistic culture evolves from the interplay of individual worldviews,
organizational constraints and societal structures, it 1s a key concept in 1dentifying those
factors that shape a news system's 1dentity. In comparative research it helps us see how
diverse contextual configurations (on the level of political or media systems) account for
cross-cultural variation in the organization and production of news. The paper will (1)
explain why and how journalistic cultures have evolved and (2) map journalistic cultures
onto a set of empirical indicators that allow cross-national comparison.

Craft and Conservation: Features of a Danish Journalism Culture
Author:

*[da Schultz (Roskilde U)

Abstract

The field theory of Pierre Bourdieu offers an analytical framework in which to
theoretically conceptualise and empirically explore the concept of Journalism Culture.
Denmark 1s used as a case study to discuss two significant aspects of this, the education
and recruitment of journalists and the nature and structure of the journalistic labour market.
First, field theory points towards the recruitment and education of journalists as a key
indication of Journalism Culture. The Danish case study shows, how journalism as a craft
18 still the dominant educational model even thought the trade school monopoly was
broken 1n 1999 when journalism was introduced as a university course in Denmark. The
dominant craft model 1s visible in the curriculum influenced by the government and trade
organisation, where 12 months of internship has been made obligatory as part of the
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masters degree in journalism at the university. Second, field theory points towards the
structure of the journalistic labour market as another key indicator of Journalism Culture.
The Danish case study shows, how a strong journalistic trade union has succeeded in
keeping journalistic salaries high, in controlling the supply of journalists through influence
on the educational model in both trade school and at the university, while successfully
creating barriers for journalistic work places to hire people who do not have a journalistic
education (for instance academics). Taken together, the existence of a singular dominant
model of journalism education (journalism as a craft) and the strong influence of the trade
organisation on the journalistic labour market, points towards a Danish journalism culture
which is characterized by conservation of professional values and little competition or
dynamic.
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